PENGARUH BRAND EQUITY TERHADAP PROSES KEPUTUSAN PEMBELIAN NOTEBOOK SONY VAIO DI KOTA BANDUNG by FONA KUSUMA BUANA
ii 
 
KATA PENGANTAR 
 
Puji dan syukur penulis ucapkan kepada Allah SWT atas rahmat dan hidayah-Nya sehingga 
penulis dapat menyelesaikan penyusunan skripsi yang berjudul “PENGARUH BRAND EQUITY 
TERHADAP PROSES KEPUTUSAN PEMBELIAN NOTEBOOK SONY VAIO DI KOTA 
BANDUNG”, dalam upaya memenuhi salah satu syarat mendapatkan gelar sarjana di Universitas 
Telkom jurusan Manajemen Bisnis Telekomunikasi dan Informatika. 
Penulis menyadari bahwa skripsi ini masih jauh dari sempurna, meskipun demikian penulis 
menaruh harapan besar agar skripsi ini dapat memberikan manfaat, baik bagi penulis maupun pihak 
lain yang membaca skripsi ini. 
Penulis banyak mendapat masukan dan dukuan dari berbagai pihak dalam menyelesaikan 
penelitian ini, sehingga hambatan yang penulis hadapi dalam pengerjaan skripsi ini dapat diatasi. Oleh 
karena itu penulis ingin mengucapkan terima kasih kepada: 
1. Kedua orang tua penulis, H. Drs. Eddy Sukowardoyo, M.Si dan Hj. Euis Aisyah, S.pd 
yang amat berjasa, selalu memberikan dukungan moral dan materi dalam keadaan apapun, 
serta memberikan doa dan semangat sebesar-besarnya. 
2. Ibu Nurvita Trianasari, S.si, M.Stat selaku dosen pembimbing yang telah memberikan 
kontribusi yang besar untuk meluangkan waktunya dalam membimbing, memberi arahan, 
masukan, nasehat, dan ilmu dengan sabar dan bijaksana sehingga skripsi ini dapat 
diselesaikan dengan baik dan benar. 
3. Ibu Rizki Vidyamukti, SE., ME dan Bapak Endang Sofyan, Ir., MBT selaku penguji 
sidang. Terima kasih atas arahan, dukungan serta saran yang sangat berguna untuk 
kemajuan skripsi penulis. 
4. Kakak tercinta Dybon yang selalu memberikan semangat, selalu mengingatkan penulis 
dalam menyelesaikan penyusunan skripsi.. 
5. Semua teman – teman seperjuangan terutama Sami Asih baik yang sudah lulus ataupun 
belum, yang sudah mendapatkan kerja ataupun masih mencari kerja; Daus, Candra, Fadly, 
Happy, Hamzah, Roby, Isa, Reno, Vicky, Asenk terima kasih telah merangkul dengan 
sangat erat dan seluruh mahasiswa kelas E angkatan 2008 serta semua teman yang tidak 
bisa disebutkan satu persatu. Dukungan kalian sangatlah berharga. 
6. Seluruh dosen, staff, dan karyawan IM Telkom yang telah berjasa kepada penulis. Terima 
kasih atas semuanya. 
7. Seluruh pihak dengan tidak mengurangi rasa hormat yang tidak dapat penulis sebutkan 
satu persatu yang telah memberikan dorongan semangat yang tak kalah besarnya. 
Semoga segala bentuk bantuan yang diberikan kepada penulis menjadi amal ibadah dan 
mendapat balasan yang sebesar-besarnya dari Allah SWT. 
iii 
 
Akhir kata, penulis mohon maaf jika terdapat kekurangan dan keterbatasan atas penulisan skripsi 
ini. Semoga skripsi ini bermanfaat untuk seluruh pihak dan berguna untuk penelitian yang akan datang 
dan semoga Allah SWT senantiasa membalas amal, kerja keras dan budi baik kita semua. Amin. 
 
Bandung,    Agustus 2013 
 
 
Fona Kusuma Buana 
NPM : 108400199 
  
iv 
 
DAFTAR ISI 
ABSTRAK ......................................................................................................................................................   i 
KATA PENGANTAR ...................................................................................................................................  ii 
DAFTAR ISI ..................................................................................................................................................  iv 
DAFTAR GAMBAR .....................................................................................................................................  vi 
DAFTAR TABEL .......................................................................................................................................... vii 
 
BAB I PENDAHULUAN ..............................................................................................................................  1 
1.1 Gambaran Umum Objek Penelitian ........................................................................................................  1 
 1.1.1 Profil Sony Corporation .................................................................................................................  1 
 1.1.2 Sony Vaio .......................................................................................................................................  2 
1.2  Latar Belakang Penelitian .......................................................................................................................  2 
1.3  Perumusan Masalah ................................................................................................................................  6 
1.4  Tujuan Penelitian ....................................................................................................................................  6 
1.5  Kegunaan Penelitian ................................................................................................................................  6 
1.6  Sistematika Penulisan Tugas Akhir .........................................................................................................  7  
BAB II TINJAUAN PUSTAKA ...................................................................................................................  8 
2.1 Landasan Teori ........................................................................................................................................  8 
 2.1.1 Pemasaran.......................................................................................................................................  8 
 2.1.2 Brand (Merek) ................................................................................................................................  8 
 2.1.3 Brand Equity ..................................................................................................................................  9 
 2.1.4 Brand Awareness............................................................................................................................ 11 
 2.1.5 Brand Association .......................................................................................................................... 12 
 2.1.6 Perceived Quality ........................................................................................................................... 14 
 2.1.7 Brand Loyalty ................................................................................................................................. 15 
 2.1.8 Perilaku Konsumen ........................................................................................................................ 16 
 2.1.9 Proses Keputusan Pembelian.......................................................................................................... 20 
 2.1.10 Keputusan Pembelian ................................................................................................................... 21 
2.2 Penelitian Terdahulu ............................................................................................................................... 24 
2.3 Kerangka Pemikiran ................................................................................................................................ 33 
2.4 Hipotesis Penelitian ................................................................................................................................. 34 
2.5 Ruang Lingkup Penelitian ....................................................................................................................... 35 
BAB III METODE PENELITIAN .............................................................................................................. 36 
3.1 Jenis Penelitian ........................................................................................................................................ 36 
3.2 Variabel dan Skala Pengukuran .............................................................................................................. 36 
 3.2.1 Variabel Operasional ...................................................................................................................... 36 
 3.2.2 Skala Pengukuran ........................................................................................................................... 39 
v 
 
3.3 Tahap Penelitian ...................................................................................................................................... 40 
3.4 Populasi dan Sampel ................................................................................................................................. 40 
 3.4.1 Populasi .......................................................................................................................................... 40 
 3.4.2 Sampel ............................................................................................................................................ 40 
3.5 Pengumpulan Data .................................................................................................................................... 42 
 3.5.1 Jenis dan Sumber Data ................................................................................................................... 42 
 3.5.2 Teknik Pengumpulan Data ............................................................................................................. 42 
3.6 Uji Validitas dan Reliabilitas .................................................................................................................... 43 
 3.6.1 Uji Validitas ................................................................................................................................... 43 
 3.6.2 Uji Reliabilitas................................................................................................................................ 45 
3.7 Teknik Analisis Data ................................................................................................................................. 46 
 3.7.1 Analisis Statistik Deskriptif ........................................................................................................... 46 
 3.7.2 Garis Kontinum .............................................................................................................................. 47 
 3.7.3 Method of Successive Interval (MSI) .............................................................................................. 47 
 3.7.4 Uji Asumsi Klasik .......................................................................................................................... 48 
 3.7.5 Uji Koefisien Determinasi .............................................................................................................. 49 
 3.7.6 Analisis Regresi Linear Sederhana................................................................................................. 50 
 3.7.7 Pengujian Hipotesis ........................................................................................................................ 50 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ............................................................................. 52 
4.1 Karakteristik Responden ......................................................................................................................... 52 
 4.1.1 Karakteristik Responden Berdasarkan Jenis Kelamin .................................................................... 52 
 4.1.2 Karakteristik Responden Berdasarkan Usia ................................................................................... 53 
 4.1.3 Karakteristik Responden Berdasarkan Pekerjaan ........................................................................... 53 
 4.1.4 Karakteristik Responden Berdasarkan Pendapatan per Bulan ....................................................... 54 
4.2 Hasil Penelitian ....................................................................................................................................... 55 
 4.2.1 Tanggapan Responden Mengenai Brand Equity Notebook Sony Vaio .......................................... 55 
 4.2.2 Tanggapan Responden Mengenai Proses Keputusan Pembelian ................................................... 63 
 4.2.3 Pengaruh Brand Equity Terhadap Proses Keputusan Pembelian Notebook Sony Vaio di Kota 
          Bandung ......................................................................................................................................... 70 
BAB V KESIMPULAN DAN SARAN ........................................................................................................ 76 
5.1 Kesimpulan ............................................................................................................................................. 76 
5.2 Saran ........................................................................................................................................................ 76 
 5.2.1 Saran untuk Sony Vaio ................................................................................................................... 76 
 5.2.2 Saran untuk Penelitian Selanjutnya ................................................................................................ 77 
DAFTAR PUSTAKA .................................................................................................................................... 78 
LAMPIRAN 
  
vi 
 
DAFTAR GAMBAR 
Gambar 1.1 Logo Sony Corporation ...............................................................................................................  1 
Gambar 1.2 Logo Sony Vaio ...........................................................................................................................  2 
Gambar 1.3 Contoh Notebook Sony Vaio .......................................................................................................  2 
Gambar 1.4 Top Brand Index Notebook di Indonesia .....................................................................................  3 
Gambar 1.5 Konsep Top Brand Index .............................................................................................................  4 
Gambar 2.1 Konsep Brand Equity .................................................................................................................. 10 
Gambar 2.2 Elemen Brand Equity Versi Aaker .............................................................................................. 11  
Gambar 2.3 Piramida Brand Awareness ......................................................................................................... 11  
Gambar 2.4 Nilai Brand Association .............................................................................................................. 13  
Gambar 2.5 Nilai Perceived Quality ............................................................................................................... 14 
Gambar 2.6 Piramida Brand Loyalty ............................................................................................................... 15 
Gambar 2.7 Model Perilaku Konsumen .......................................................................................................... 17 
Gambar 2.8 Faktor yang Mempengaruhi Perilaku Konsumen ........................................................................ 17 
Gambar 2.9 Model Lima Tahap Proses Pengambilan Keputusan Pembelian ................................................. 21 
Gambar 2.10 Kerangka Pemikiran .................................................................................................................. 34 
Gambar 3.1 Tahap Penelitian .......................................................................................................................... 40 
Gambar 3.2 Presentase Dalam Garis Kontinum .............................................................................................. 47 
Gambar 4.1 Karakteristik Responden Berdasarkan Jenis Kelamin ................................................................. 52 
Gambar 4.2 Karakteristik Responden Berdasarkan Usia ................................................................................ 53 
Gambar 4.3 Karakteristik Responden Berdasarkan Pekerjaan ........................................................................ 54 
Gambar 4.4 Karakteristik Responden Berdasarkan Pendapatan per Bulan ..................................................... 55 
Gambar 4.5 Garis Kontinum Tanggapan Responden Mengenai Indikator Brand Awareness ........................ 57 
Gambar 4.6 Garis Kontinum Tanggapan Responden Mengenai Indikator Brand Association ....................... 59 
Gambar 4.7 Garis Kontinum Tanggapan Responden Mengenai Indikator Perceived Quality ....................... 60 
Gambar 4.8 Garis Kontinum Tanggapan Responden Mengenai Indikator Brand Loyalty ............................. 62 
Gambar 4.9 Garis Kontinum Tanggapan Responden Mengenai Brand Equity Notebook Sony Vaio ............ 63 
Gambar 4.10 Garis Kontinum Tanggapan Responden Mengenai Indikator Pengenalan Masalah ................. 64 
Gambar 4.11 Garis Kontinum Tanggapan Responden Mengenai Indikator Pencarian Informasi .................. 66 
Gambar 4.12 Garis Kontinum Tanggapan Responden Mengenai Indikator Evaluasi Alternatif  ................... 67 
Gambar 4.13 Garis Kontinum Tanggapan Responden Mengenai Indikator Keputusan Pembelian ............... 68 
Gambar 4.14 Garis Kontinum Tanggapan Responden Mengenai Indikator Perilaku Pasca Pembelian ......... 69 
Gambar 4.15 Garis Kontinum Tanggapan Responden Mengenai Proses Keputusan Pembelian 
Notebook Sony Vaio  di Bandung ................................................................................................................... 70 
Gambar 4.16 Hasil SPSS Metode Histogram Display Normal ....................................................................... 71 
Gambar 4.17 Hasil SPSS Kurva Normal P-PLOT .......................................................................................... 71 
 
vii 
 
DAFTAR TABEL 
Tabel 2.1 Penelitian Terdahulu Sumber Skripsi / Thesis ................................................................................ 24 
Tabel 2.2 Penelitian Terdahulu Sumber Jurnal Internasional.......................................................................... 27 
Tabel 2.3 Penelitian Terdahulu Sumber Jurnal Nasional ................................................................................ 30 
Tabel 3.1 Variabel Operasional ....................................................................................................................... 37 
Tabel 3.2 Skala Pengukuran dan Skor Nilai .................................................................................................... 39 
Tabel 3.3 Hasil Uji Validitas ........................................................................................................................... 43 
Tabel 3.4 Indeks Reliabilitas ........................................................................................................................... 45 
Tabel 3.5 Hasil Uji Reliabilitas ....................................................................................................................... 46 
Tabel 3.6 Kategori Interpretasi Skor ............................................................................................................... 46 
Tabel 4.1 Karakteristik Responden Berdasarkan Jenis Kelamin ..................................................................... 52 
Tabel 4.2 Karakteristik Responden Berdasarkan Usia .................................................................................... 53 
Tabel 4.3 Karakteristik Responden Berdasarkan Pekerjaan ............................................................................ 53 
Tabel 4.4 Karakteristik Responden Berdasarkan Pendapatan per Bulan ........................................................ 54 
Tabel 4.5 DataTanggapan Responden Mengenai Indikator Brand Awareness ............................................... 56 
Tabel 4.6 DataTanggapan Responden Mengenai Indikator Brand Association .............................................. 58 
Tabel 4.7 DataTanggapan Responden Mengenai Indikator Perceived Quality .............................................. 59 
Tabel 4.8 DataTanggapan Responden Mengenai Indikator Brand Loyalty .................................................... 61 
Tabel 4.9 DataTanggapan Responden Mengenai Variabel X (Brand Equity) ................................................ 62 
Tabel 4.10 Data Tanggapan Responden Mengenai Indikator Pengenalan Masalah ....................................... 64 
Tabel 4.11 Data Tanggapan Responden Mengenai Indikator Pencarian Informasi ........................................ 65 
Tabel 4.12 Data Tanggapan Responden Mengenai Indikator Evaluasi Alternatif  ......................................... 66 
Tabel 4.13 Data Tanggapan Responden Mengenai Indikator Keputusan Pembelian ..................................... 67 
Tabel 4.14 Data Tanggapan Responden Mengenai Indikator Perilaku Pasca Pembelian ............................... 68 
Tabel 4.15 Data Tanggapan Responden Mengenai Variabel Y (Proses Keputusan Pembelian) .................... 69 
Tabel 4.16 Hasil Uji Linearitas ....................................................................................................................... 72 
Tabel 4.17 Hasil Uji Glejser ............................................................................................................................ 72 
Tabel 4.18 Koefisien Determinasi ................................................................................................................... 73 
Tabel 4.19 Hasil Uji Regresi ........................................................................................................................... 74 
 
